1. Replace (Ins) Tool -for replacing text.
Strikes a line through text and opens up a text box where replacement text can be entered.
How to use it
Highlight a word or sentence.
Click on the Replace (Ins) icon in the Annotations section.
Type the replacement text into the blue box that appears.
2. Strikethrough (Del) Tool -for deleting text.
Strikes a red line through text that is to be deleted.
Click on the Strikethrough (Del) icon in the Annotations section.
3. Add note to text Tool -for highlighting a section to be changed to bold or italic.
Attach File Tool -for inserting large amounts of text or replacement figures.
Inserts an icon linking to the attached file in the appropriate place in the text.
How to use it
Click on the Attach File icon in the Annotations section.
Click on the proof to where you'd like the attached file to be linked.
Select the file to be attached from your computer or network.
Select the colour and type of icon that will appear in the proof. Click OK.
6. Drawing Markups Tools -for drawing shapes, lines and freeform annotations on proofs and commenting on these marks.
Allows shapes, lines and freeform annotations to be drawn on proofs and for comment to be made on these marks.
How to use it Click on one of the shapes in the Drawing Markups section. Click on the proof at the relevant point and draw the selected shape with the cursor.
To add a comment to the drawn shape, move the cursor over the shape until an arrowhead appears. Double click on the shape and type any text in the red box that appears. (Hall, 1980; Liebes and Katz, 1990) . This is because 145 the content of the news is believed to have an impact on how 146 people decode the message (Hall, 1980; Kolandai-Matchett, 147 2009; Scruggs and Bengal, 2012 ion (Nisbet and Myers, 2007) , although with a short-lasting 173 influence mainly due to the competition of other issues in the 174 media arena ). Some authors 175 found that public opinion can be negatively influenced by con-176 tradictory media coverage (Weber and Stern, 2011) , while other 1 The practice theoretical framework also shows that the environmental impact of food consumption does not depend only on consumers' purchases, but it has much more to do with the system of distribution, provisioning, usage and waste of food (Warde and Southerton, 2012) . 2 In this article, we use the distinction between broadsheet and tabloids when discussing our media samples. We are aware that the distinction is more about the quality of the newspaper rather than the format, and nowadays titles like the Independent and the Times publish in tabloid format. When discussing about printed media more generally, we will sometimes use the term 'newspaper' to retain consistency with the previous literature, but we expressively refer to the wider category of printed news.
177 research have revealed that the skeptic coverage of climate 178 change, if not negatively influencing public opinion, at least 179 confuses it (Dunlap and McCright, 2010; Gavin and Marshall, 180 2011) . In other studies instead the content of the news seemed 181 to have less effect on public awareness of environmental prob-182 lems than the mere number of published articles (Mazur and 183 Lee, 1993) . In other words, the more consumers are exposed to 184 an environmental problem, no matter how contradictory the 185 debate is, the more they declare to be aware.
186
The study of media coverage and public opinion has thus 187 benefit from both qualitative and quantitative approaches, the 188 first being able to disentangle the way in which news are 189 framed, information perceived, and opinions informed; the sec-190 ond generalizing the qualitative observation on a large scale 191 and assessing the impact numerically. In this article, we want 192 to merge the two approaches and their peculiar strengths. In the 193 first step of our analytical strategy we want to extend the exist-194 ing literature by testing the conditional dependence between 195 media coverage of food-related environmental issues against 196 observed food expenditures, rather than against reported atti-197 tudes or public opinions.
3 Following previous results based on 198 public opinion studies, we explore whether a positive correla-199 tion between the number of published articles on a specific 200 topic and the corresponding expenditures exists, and how long 201 the relation might last (or might take to be observed). To test 202 for the conditional dependence of food expenditures on media 203 articles we regress the total expenditure (sales) on a specific 204 food category 4 at time t against the number of articles (media) 205 that discuss the environmental implication of such food cate-206 gory (Varian, 1992) as: (Clarke, 1976) 214 and to 1 week above the duration of the effect of promotions 215 on sales (Pauwels et al., 2002) . While advertising differs from 216 media as a less impartial source of knowledge (Huh et al., 217 2004; Micu and Thorson, 2008) , it can still be considered as a 218 form of information supply (Nelson, 1974; Griffin and 219 Dunwoody, 1995) , and Clarke's estimates (1976) Carvalho (2005 Carvalho ( , 2007 , rather to consumers' expenditures. This 236 second research question is studied performing content analysis 3 Previous studies have made use of scanner data to observe variations and patterns in food expenditures, see for example the work of Anders and Moeser (2008) on the consumption of organic meat in Canada. 4 We calculate the total amount of food expenditure in the various categories as the average of purchases of all Tesco customers in a given month for all expenditures on food (total expenditures on food), and for each specific food category (e.g.: total expenditures on red meat). We also calculate the same averages for each category for customers who buy specific printed media, as explained further on in the paper. 5 The autocorrelation correction removes the influence of elements that span across time periods, which are unobservable because they are not available in the data set. and food), which can be connected to determine a high- Food and sustainability and health or 'well being'or 'artificial additives' or wholegrain Note: SUSTAIN's principles also include the categories 'Use local, seasonally available ingredients' and 'Avoid bottled water'. We did not include local food because we could not isolate products according to this criterion. We also excluded bottled water because we had very few articles on this issue, most of them unrelated to sustainability. 6 The data set has been collected for the research project 'Modelling consumer behaviours', funded by the Sustainable Consumption Institute, University of Manchester. For more information on the data set, see Panzone et al. (2013) and Panzone (2013 1a and b). Second, we limit our attention 259 to national press. Third, we exclude printed media with no Sun-260 day edition (as discussed below). Finally, the analysis limits its 261 focus on one liberal and one conservative broadsheet, as well 262 as one liberal and one conservative tabloid, deriving the politi-263 cal stance from the 'Voting by Newspaper Readership 2010' 264 survey (Table  T1 1). 7 A caveat of the data is that it only analyzes a specific source of information (broadsheets and tabloids), with no information on other important sources like television, internet, or marketing campaigns (Nerlich and Koteyko, 2009; Gavin and Marshall, 2011) . However, previous studies have shown that printed media are still considered the most credible source of information (Chyi and Lasorsa, 2002; Kang et al., 2011) . Also, our data do not account for multiple readerships: while a non-significant effect could be caused by readership of different media with conflicting messages, we still capture the average impact of articles from a newspaper on the expenditures of their readers. Certainly, purchasing a newspaper does not necessarily imply reading it, and an insignificant coefficient could indicate that consumers buying that printed media have simply skipped the environmental information. While it is a limitation that our data does not observe actual readership, it removes a news selectivity bias in the results, implying that the variable representing the number of published article is statistically independent from unobservable consumers' preferences for specific news. 8 Sustain is a registered UK charity and a company limited by guarantee which advocates food and agriculture policies and practices that enhance the health and welfare of people and animals, improve the working and living environment, enrich society and culture and promote equity. 
12
We use the purchases of the Sunday editions as a proxy for identifying readers of the four sources, assuming that they are likely to buy the same newspaper and tabloid also during the week. While the quantitative analysis refers to a large number of consumers, Tesco Clubcards owners are not necessarily representative of the UK population. Tesco stores are spread across the whole UK with stores located in each postcode of the country, providing a rich data set with a diversified sample of consumers. However, socio-economic characteristics are only provided when consumers sign up for a Clubcard and are not frequently updated, therefore we cannot compare them with national statistics. Also, the data set does not account for provision of food from different retailers: data only describes expenditures of Tesco Clubcard holders in Tesco shops, without providing any information on items purchased elsewhere (e.g. farmers markets). 13 A caveat of this strategy is that for customers who never buy some categories (e.g.: vegetarians who never buy meat) we do not observe any variation in the expenditures. 339 origin (Table  T4 4). All remaining categories (fair-trade, sustain-340 able fish and health) take the remaining 4% of the media space. 341 The Guardian (the leading source of food-related environmental 342 articles), and the Daily Telegraph are the most prolific suppliers 343 of articles within each topic.
344
While the overall monthly trend of articles covering food-345 related environmental issues is stable in the period analysed 346 (Fig.  F2  2a 14 The marginal effect of an article on the 14 It is worth mentioning that the analysis simply shows conditional dependence and matching trends between two variables. In other words, the analysis does not necessarily identify a causal effect of the number of media articles on expenditures, but only a co-movement whereby large numbers of articles appear with high expenditure (a positive coefficient) or low expenditures (a negative coefficient). Results should be interpreted accordingly. Tables  T5  (5-8 ). All regressions 369 adjusted by T6 total food expenditures and average price (both in 370 logarithmic T7 form), and included an intercept (these coefficients 371 are not T8 reported and are available from the authors). All regres-372 sions (24 time periods) correct for temporal autocorrelation 373 using a Prais-Winsten estimator. Results present a fairly heter-374 ogeneous picture of relation to articles in the media.
logarithm of consumer expenditures (in GBP) is presented by 368 broadsheets and tabloids in

375
Despite being the broadsheet that has dedicated most atten-376 tion to sustainable food consumption over time (Table 4) , the 377 Guardian is the newspaper with the least observed influence on 378 expenditures (Table 5) . General articles on sustainability inver-379 sely correlate with the total expenditures on food and drinks in 380 the immediate time, although the effect is counterbalanced the 381 following month, to reappear again after 4 months. Apart from 382 this general effect, articles only have an immediate effect on 383 consumers' expenditures on organic products.
384
Readers of the Mail seem to better tune their expenditures 385 with media messages (Table 6) (Table 7) . In particular, an increase in media cover- Note: Because an article might cover more than one topic, the sum of articles from all topics differs from the number of sampled articles. Empty cells imply no articles on a specific topic.
15
In the regression analysis the number of articles includes all the titles published monthly by each source for each topic, regardless of the day of the week in which they appear. The qualitative sample instead only extracts articles published in the Sunday edition of each title. 498 other hand to the political and economic responsibilities for a 499 better organization of soil allocation and distribution system. The task of understanding consumers' purchases and how they 709 can be influenced by the availability of information is 17 Inevitably, a weakness of the data is that general categories include both sustainable and unsustainable options (for instance, meat includes white and red meat, free-range and intensive farming, organic and chemical intensive) and a drop in overall expenditures might indicate unobservable variances in all those subcategories. While we can control for some of them, because together with the whole meat category we also measure variations in specific subcategories (red meat, organic, free range), some other variations are lost, like in the case of fish whose category does not distinguish between sustainably sourced options.
